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One form of video that is widely watched by young women is a beauty 
vlogger video that tends to show some cosmetic products to the audience so as to 
impact the attention of the audience to the product. Posting a YouTube video on a 
particular cosmetic product will have an impact on your desire to buy the product. 
The purpose of this study is to find out the influence of YouTube Video "One 
brand make up Tutorial Pixy" Tasya Farasya On Buying Interests (In 
Communication Science Students Muhammadiyah University malang).  
The research method used is explanatory research with quantitative 
approach, the sample in this study is a Student of Communication Sciences 
University of Muhammadiyah Malang who has watched the show "One brand 
make up Tutorial Pixy" from Channel Tasya Farasya with a total of 80 
respondents. Sampling techniques use purposive sampling, while the analysis 
techniques used are simple regression. 
The results showed that there is a positive or unidirectional influence as well 
as significant exposure to YouTube video "one brand make up tutorial pixy" 
Tasya Farasya on the buying interest in The Student of Communication Sciences 
Muhammadiyah University malang), so that if the video is higher it will cause 
interest also higher. Conversely, if the video exposure is lower it will cause 
buying interest in students of Communication Sciences University of 
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